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Abstract
Purpose. The main purpose of the paper is to present the extent and content of businesses’ communication about Corporate 
Social Responsibility (CSR) in Poland. In particular, the study investigates the CSR actions and issues displayed on 24 
companies´ official websites. 
Methodology.  A procedure to seek information about CSR on the web pages was defined. 24 companies (from the Energy and 
ICT sectors) from The Fortune 100 2014 ranking of businesses in Poland were used as a sample frame. The search was limited to 
those website areas which referred directly to the responsibilities and commitment of the company either to the society, the 
environment or the economy. Links to the relevant areas were searched for either on the home page of the company or in a 
section providing general company information.
Results. The results show that the biggest businesses in Poland (Energy and ICT sectors) do not display the same eagerness to
appear as socially responsible and employ diverse means to convey social responsibility images.
The theoretical contribution. Over the past few years, businesses and academic researchers alike have displayed increased 
interest for Corporate Social Responsibility. In particular, the recent research suggests that CSR may be an excellent instrument 
to enhance the legitimacy of the firm among its stakeholders and to develop positive social responsibility images. The value of 
the paper is in the coding scheme which was developed based on an analysis of 100 companies´ web pages. The coding scheme 
employed was based on the conceptualization of CSR as  three logics – social, economical and environmental. 
Practical implications. Some studies have started to investigate how businesses use communications to highlight their 
commitment to CSR (e.g., Esrock & Leichty, 1998; Hooghiemstra, 2000). Against this backdrop, the present study examines how 
businesses in Poland communicate about CSR on their official web pages. The research findings can be used to show the best 
practices regarding CSR communication.
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Introduction
The paper presents the extent and content of businesses’ communication about Corporate Social Responsibility 
(CSR) in Poland. In particular, the study investigates the CSR initiatives undertaken by 24 companies, representing 
the sectors of energy and ICT, and displayed on their web pages. The results show that the biggest businesses in 
Poland are not equally eager to appear socially responsible and employ diverse means to convey social 
responsibility images.
Over the past few years, businesses and academic researchers alike have shown increased interest for Corporate 
Social Responsibility (Bjerregaard and Lauring, 2013, p.1). In particular, recent research suggests that CSR may be 
an excellent instrument to enhance the legitimacy of the firm among its stakeholders (Handelman and Arnold, 1999) 
and to develop positive social responsibility images (Sen and Bhattacharya, 2001). Internal and external CSR 
communication can bring potential benefits to the company, as research points out (Maignan et al. 1999). Therefore, 
some studies have started to investigate how businesses use communication to highlight their commitment to CSR 
(Esrock and Leichty, 1998; Hooghiemstra, 2000). The CSR communication can be delivered by two means. It can 
either follow the one-way communication model, or the two-way one (Morsing and Schultz, 2006, 325). The first 
suggests that information-giving comes from the company; it is rather a monologue. The latter means allows for a 
dialogue and activates both sides of the communication process (the information giver and the information seeker). 
Against this backdrop, this analysis focuses on the less developed, one-way CSR communication model. The 
present study examines how businesses in Poland communicate CSR on their web pages. Specifically, 24 
companies´ websites, chosen among 100 biggest companies located in Poland, were examined in order to evaluate: 
(1) the extent to which businesses attempt to display the image of a socially, environmentally and economically 
responsible firm, (2) reporting on CSR, and (3) decision-makers in undertaking actions and initiatives for CSR.
The aim of CSR is to analyze the interdependent relationships between corporations and economic systems, 
ecosystems and the societies. The objectives of this study are: firstly - presenting the conception of CSR from three 
different perspectives: economical, social and environmental, and secondly - presenting the communication of 
social, environmental and economical aspects by companies representing the energy and ICT sectors in Poland.  The 
scope of the study embraces the content of 24 out of 100 biggest companies operating in Poland in 2014. The 
method applied is a review of the literature regarding CSR and its multiple aspects, reviewing and analyzing the 
content concerning Corporate Social Responsibility on companies’ websites.
The article is structured as follows. First, the theoretical framework of CSR, including a definition of the CSR 
concept, and embracing its social, economical and environmental aspects is presented. Then, the research method is 
introduced and followed by the presentation of the findings of the analysis.  Finally, some conclusions about 
communicating about CSR, based on the analysis of the research results, are drown.
1. CSR- the theoretical framework
The conception of Corporate Social Responsibility, which seems to be quite modern, dates back a few centuries. 
Nonetheless, since the mid 1990s political and public debates about social responsibilities of firms have gained 
renewed force. This development reflects a broader trend to see business and society as interdependent. 
Corporate Social Responsibility is the continuing commitment by business to behave accordingly to the business 
ethics and contribute to the economic development, while improving the quality of life of the workforce and their 
families as well as local community and society at large (Mazur B., 2013, p. 40). CSR is a process with the aim to 
embrace responsibility for the company's actions and to encourage a positive impact through its activities 
concerning the environment, consumers, employees, communities and stakeholders. The purpose of CSR is to make 
corporate business activity and corporate culture sustainable in three aspects: economic, social and environmental.
Economical aspects of CSR consist of understanding the economic impacts of the company’s operations. 
Economic issues have long been overlooked in the discussion on Corporate Social Responsibility. For many years, 
this aspect has been widely assumed to be well managed. However, it is actually the least understood and most 
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underrepresented by many of those shaping the corporate policy agendas. The economic dimension of the 
sustainability agenda should consider the direct and indirect economic impacts that the organization’s operations 
have on the surrounding community and on the company’s stakeholders. That is what makes up corporate economic 
responsibility (Uddin, Hassan, Tarique, 2008, pp.204-205).
Social aspects of CSR is the newest of the three dimensions of Corporate Social Responsibility and it is attracting 
more attention than previously. Many organizations are becoming increasingly active in addressing social concerns. 
Social responsibility means being accountable for the social effects the company has on people - also indirectly. 
This includes people within the company, in the supply chain of the company, in the community the company exists 
in and the customers of the company which means the stakeholders. It refers to the management’s obligation to 
make choices and take actions that will contribute to the welfare and interests of the society as well as those of the 
organization (Uddin, Hassan, Tarique, 2008, pp.205-206). 
Environmental aspects of CSR is a key pillar of Corporate Social Responsibility. Environmental and ecological 
issues have been an important topic of discussion for the past thirty years in the business world – the longest time, 
compared to the other two dimensions of CSR. The knowledge and issues within the dimensions have progressed 
across a landscape of changing business realities. Environmental aspects were important already in the 1970s, with 
the first real understanding of the environmental impacts of business (Uddin, Hassan, Tarique, 2008, pp. 206-208). 
Organizations must balance multiple, potentially opposing, aspects of CSR as an ongoing accomplishment in 
their intra organizational interactions as well as in interactions with their external environment (Thornton P.H, 
Ocasio W., 2008).
2. Study Background
The study does not investigate actual responsibility practices, but rather corporate communication about social 
responsibility. Corporate signature web sites were selected as the communication medium studied in this research. 
Web sites provide valuable information because: 
x they have been shown to target a variety of publics (Esrock & Leichty, 2000), 
x their content is not dictated by governmental regulations, as it is largely the case with annual reports, and 
x past research has demonstrated that companies do discuss their involvement in CSR on the Internet (Esrock & 
Leichty, 1998).
This article presents a comparative analysis of CSR activities of 24 selected companies representing the two 
economy sectors: energy and ICT. The energy sector is understood as the mining industry of energy resources (coal, 
oil, gas), processing of energy resources (refineries), distribution of energy resources and their products, the 
production and distribution of electricity and heat. ICT sector is identified with information and communication 
technologies, including in its scope both the production of electronic equipment and the supply of 
telecommunication services.
Analyzing the activity in the field of CSR in those two sectors among the Polish biggest companies represent 
distant types of business, and so:
x The mining, fuel and energy sector is a traditional one, deriving from the beginnings of the industry. It has a 
strong negative influence on the environment and society and it awakens controversy in the areas of economics 
(i.e. governmental subsidies) and heritage (by both: creating material culture and destroying it through 
pollution),
x ICT industry is a relatively new industry, a highly competitive one, which in the social perception (which is not 
always consistent with the facts) does not affect negatively any of the areas of CSR.
These two different, and potentially opposing, sectors create a very interesting backdrop for the research. It is 
compelling to analyze the websites´ content in order to discover whether the sectors emphasize the same, or rather 
different, aspects of CSR.
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3. Research Methodology
The companies considered in this study displayed a sufficient internet penetration rate among businesses to 
ensure that corporate web pages were widely employed. The Fortune 100 2014 in Poland rankings of businesses 
were used as a sample frame. A list including 24 companies (representing energy and ICT sectors) from the 100 
largest businesses was generated. A procedure was defined to seek information about CSR on the web pages based 
on the thorough investigation of the corporate sites. The search was limited to the web sites areas that directly 
referred to the responsibilities and commitment of the company either to the society in general, or to the natural 
environment or to the economy. Links to these relevant areas were searched for either in the home page or in a 
section providing general company information (usually entitled "Company Information" or "About Us"). 
A coding scheme was developed based on an iterative analysis of 24 companies’ web pages. The questions that 
the research aimed at answering, are as follows: 
1. Does the company communicate its CSR activities on a web page? YES/ NO
2. Is it easy to find information about CSR activities on a web page?
Where individual numbers indicate:
1 - very easy; 2 - with little effort; 3 - difficult
3. Does the company have a system of CSR reporting (i.e. an annual report) placed on the website? YES/NO
4. Does the website provide information that a CSR strategy is co-created by employees? YES /NO
5. Which areas of CSR is particularly emphasized by the company in its operations:
a. natural environment; b. economy; c. society
1- very much; 2- moderately, 3- poorly
All of the website content analysis was aimed at answering the above-mentioned questions.  
4. Research Findings
The test results are organized in a tabular form and presented in Table 1.
Table 1.  CSR in the surveyed companies in the energy and ICT sectors.
l.p. Company
Industry
Does the 
company 
commun
icate its 
CSR 
activities 
on a web 
page?
Is it easy 
to find 
informati
on about 
CSR 
activities 
on a web 
page?
Does the 
company 
have a 
system of 
CSR 
reporting 
(eg. an 
annual 
report) 
placed on 
the 
website?
Is there 
an 
informati
on on the 
website 
about 
who co-
creates a 
CSR 
strategy?
Which areas of CSR is
particularly emphasized 
by the company on its 
website?
Energy Environment Economy Society
Energy YES/NO 1,2,3 YES/NO YES/NO 1,2,3 1,2,3 1,2,3
1. PKN Orlen
http://www.orlen.pl
Energy YES 1 YES YES 2 3 1
2. PGNiG
http://www.pgnig.pl/
Energy YES 1 YES NO 3 2 1
3. PGE
http://www.gkpge.pl/
Energy YES 1 YES NO 1 3 2
4. Grupa Lotos 
http://www.lotos.pl/
ICT YES 1 YES YES 2 3 1
5.
http://www.tauron-
pe.pl/Strony/start.aspx
Energy YES 1 YES NO 2 3 1
6. Orange Polska
http://www.orange.pl/start.
phtml
Energy YES 2 NO YES
7. BP Europe Energy YES 2 NO NO 2 3 1
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http://www.bp.com/pl_pl/p
oland.html
8. Energa
http://www.energa.pl/dla-
domu/strona_glowna/dom
ICT YES 2 NO YES 2 3 1
9. .RPSDQLD:ĊJORZD
http://kwsa.pl/
Energy YES 2 NO NO 2 3 1
10. LG Electronics Polska
http://www.lg.com/pl
Energy YES 3 NO NO 1 2
11. Enea
http://www.enea.pl/
ICT YES 1 YES NO 3 1 2
12. Shell Polska 
http://www.shell.pl/
ICT YES 1 YES 3 1 2
13. Polkomtel
http://www.polkomtel.com
.pl/
ICT YES 1 NO NO 2 3 1
14. T-mobile Polska (PTC)
http://www.t-mobile.pl/
ICT YES 1 YES YES 3 2 1
15. Samsung Polska
http://www.samsung.com/
pl/home
Energy YES 2 YES NO 3 2 1
16. Asseco Poland 
http://asseco.com/pl/
Energy YES 1 NO NO 3 2 1
17. PSE 
http://www.pse.pl/index.ph
p#
ICT YES 2 NO NO 1 2 3
18. Statoil Fuel & Retail
http://www.statoil.pl/
Energy YES 1 NO YES 3 2 1
19. ABC Data
http://www.abcdata.com.pl
/
ICT YES 1 YES YES 1 2 3
20. Katowicki Holding  
:ĊJORZ\
http://www.khw.pl/
ICT YES 1 YES YES 1 2 3
21. P4 (Play)
http://www.play.pl/
Energy YES 2 NO YES 1 3 2
22. Cyfrowy Polsat
http://www.cyfrowypolsat.
pl/index.cp
Energy YES 3 NO NO
23. PAK
http://zepak.com.pl/pl/
YES 3 NO NO 1 2 3
24. RWE Polska 
http://www.rwe.pl/web/cm
s/pl/621782/start/
YES 3 NO NO 2 3 1
The study involved 15 companies representing the energy sector and 9 companies representing the ICT sector. 
All of them displayed information promoting CSR on their websites, some of the companies placed the information 
concerning the understanding of Corporate Social Responsibility and activities taken on their home page, while 
other did it in tabs, such as About Us, Sustainability, Ecology, and so on.
Attempting to answer the question whether the studied companies post the reports on social responsibility on
their websites, the study found that most of them (13) do not do it. The companies from the energy sector more 
rarely than those from ICT sector publish the CSR reports on their web sites.
It was difficult to obtain information about who produces or co-creates programs for the social responsibility of 
the company from the websites. After a deeper exploration, 9 companies in which the creators and co-creators of 
Corporate Social Responsibility programs have been partly or fully identified, were distinguished. It turned out that 
these were the members of top management, supervisory board, spokesman, or even individual employees who were 
mentioned by names. The results show that the companies from the ICT sector put relatively more effort to inform 
about authors and initiators of the CSR programs compared to those representing the Energy sector. 
With regard to questions about social responsibility areas accented by the companies on their websites, the 
distribution of emphases in respect to different aspects of CSR was tested, and the proportions between them, 
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expressed by the number of activities for either social, environmental or economic sphere, were analyzed. The 
results of the studies showed the following picture: the surveyed companies put most effort to the implementation of 
various actions aimed at different social groups. The second most important object of interest (according to the 
initiatives taken) is the environment. The least information on specific activities in the field of Corporate Social 
Responsibility was recorded in relation to the economic aspect of the concept.
Conclusions
Following the CSR aspects, businesses' self-presentations were examined in order to investigate the three 
following research questions: to what extent do businesses operating in Poland discuss CSR on their web sites; 
which people or groups in a company are taking part in decision making process about CSR initiatives introduced by 
businesses; and which aspects of CSR are presented by businesses in Poland as the main targets of their CSR 
practice. As a result of the companies websites content analysis, it can be stated that companies take action in favor 
of the society, environment and economics. However, there is no balance between these activities. The most 
common actions are taken for a broadly understood public and are addressed to different groups. The CSR economic 
aspect seems to be the least developed.
The companies make extensive use of websites to present their CSR activities but information conveyed via the 
Internet is presented heterogeneously. The image of understanding and acting in favor of CSR would be clearer if 
the companies applied a uniform system of CSR reports.
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